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CHAPTER I 
INTRODUCTION 
6 
Industrial marketing is related to the marketing 
of goods designed to produce other goods, in contrast to 
the marketing of goods to be sold to the dealer or 
ultimate consumer. One of the mo~t competitive of marketing 
media in industrial selling today is the trade show, the 
purpose of which is to bring together a group of eXhibitors 
who are seeking to present their products to a concentrated 
audience who will purchase or influence the purchase of 
these products. As the modern equivalent of the historical 
market fair, the industrial trade show exhibit is demon-
strating its value as an advertising and sales medium. 
1 According to one estimate, three billion dollars 
are spent annually on the industrial trade show, while 
another source2 states that industrial advertisers expended 
nearly five billion dollars for trade shows in 1961. 
Expenditures include the cost for eXhibitor and audience 
participation in an estimated 3,000 events annually. 3 The 
rapid expansion and ~r.ising costs of trade shows are 
causing management to determine with greater efficacy 
the relationship between the cost {in terms of time, money, 
and effort spent) and the return {in terms of benefits 
gained) of trade Show participa~ion. 
However, comparatively little has been determined 
. . 
' 
with respect to the factors involved in trade show planning 
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or evaluation of show results. Research for these important 
aspects of the industry has not kept pace with the post-war 
development of the trade show as a marketing medium for 
industrial products. One writer states that " ••• thos~ 
directly connected with their Lfrade show~ use are search-
ing for every bit of evidence available to help them evaluate 
this marketing tool!14 
Purpose of the Thesis 
Modern and complex methods of marketing make 
it necessary to evaluate various marketing tools in an 
effort to find the precise media, or combination of media, 
which will produce the greatest benefit from those methods 
of selling now -ava~lab~e. The trade show, in its evaluation 
as a marketing tool, should be ccnsidered as an integral 
·S 
part'of the tot~l marketing concept. A company may th~n 
be guided with respect to t~e relative importance that ought 
to be attached to the trade show in its long-range sales 
and advertising program. 
The purpose of this thesis is to show that a 
number of benefits may ~nurw to the participants of trade 
Shows, to analyze these benefits, and to indicate those 
selection and evaluation factors which must be considered 
if the effort to achieve optimum.benefits of show participa-
tion is to be successful. These benefits, taken together, 
are an~important criterion for determining the effectiveness 
of the trade Show as a marketing tool. The thesis intends 
J 
'- . 
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to demonst~ate that when a trade show produ~es the benefits 
o~ .achieves the r~sults desired by the exhibitor, it has 
satisfied the requisites for an effective marketing tool, 
because these benefits Will lead to an ultimate increase 
in sales volume. In the final analysis, an increase in 
·sales is the end result _sought after in the marketing 
program. 
Scope 
It is within the scope of this thesis to include 
apprais~ls of the-following considerations about which 
management is curre~tly exprsssing its concern: 
(1) What is the overall economic significanee 
of the trade Show medium? 
(2) When and why should exb.ibi_ts be used? 
(3) What types of products can be promoted 
most.effectively through exhibits? 
(4) What shows should be participated in? 
(5) What are typical exhibiting costs? 
(6) What is the relative importance of the 
trade show as a marketing medium? 
{7) How can we measure the effectiveness of the 
trade show as a marketing medium? 
The broad scope envisioned by these questions 
will be the framework for analyzing the benefits whic~ may 
accrue to a company from participatio~ in trade shows, and 
in the discussion of those factQrs which are involved in 
maximizing the benefits which may be achieved. 
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It is not within the scope of this thesis, 
however, to rank the benefits in order of ~mportance, nor 
to deterndne the methods by which benefits may be achieved. 
Nor does it lie within the scope of the thesis to explore 
the numerous possible criteria which may establish the 
relative importance of the trade show in comparison with 
other ma~eting media, since such an investigation would 
involve a similar analysis of media other than trade shows. 
IVlethodolOQ 
The means employed for achieving the purpose of 
this thesis is in two parts. In Chapter III there are 
presented a number of reasons why companies participate in 
industrial trade shows and an analysis of these reasons 
in order to establish the hypothesis that they may be 
bene~icial in leading to eventual increase 1n sales volume. 
The second part of the total analysis, embodied in Chapter IV, 
purports to bring into ~ocus those characteristics of a 
trade show that ought to prevail if the show is to be 
successful in maximizing the benefits discussed in the 
previous chapter. 
·sources of Inforlll8.tion 
A number of primary and secondary sources were 
used in carrying out the research for this thesis. Primary 
sources consisted of personal interviews with the following: 
(1) Mit. William Copp of W. c. ,Copp Associates 
(New York City) who manage the current largest 
industrial trade show. ('Institute of Radio 
Engineers Show) in the United States 
(2) 
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Richard s. Wolcott of Clapp & Poliak, Inc. 
(~ew York City), a large and reputable show 
management firm presently responsible for the 
managing bhe following shows: 
A. M. A. National Packaging Exposition 
Design Engineering Show 
Industrial Building Exposition 
International Soft Drink Industry Exposition 
Machine Tool Exposition 
National Materials Handling Exposition 
National Plant Maintenance & Engineering Show 
National Plastics Exposition 
Production Engineering Show 
Western Packaging Exposition. 
Western Plant Maintenance & Engineering Show 
(3) Fifteen sales managers and six advertising 
men from eighteen companies in the Boston-
New York area. 
Initially, the author planned to assimilate in-
formation from trade Show management and industrial marketers 
regarding activities in the industrial trade show field, 
with particular emphasis on evaluations of the effectiveness 
of the trade show in terms of tangible and intangible 
results, and how the effectiveness of this medium might 
be maximized. However, the information thus obtained 
proved to be supposition and guesswork, and the lack of 
scientific techniques and sound approaches to the problems 
of trade Show evaluation soon became evident. 
Published material covering the field of trade 
shows and_ industrial trade shows, in particular, was care-
fully reviewed. Unpublished material containing valuable 
material from reputable sources was also examined. Through-
out, the author has drawn from personal experience in an 
effort to sort and appraise results of the research as 
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presented in this thesis. Regular attendance at three 
industrial trade Shows over the past eight years, manning an 
exhibit booth at two of the shows which were attended each 
year, and active participation on show committees for 
tbree consecutive years have enabled the author to observe 
at first hand trade show participation by the electronic, 
engineering, and automotive industries. Although the 
scope of personal observation is limited to these three 
industries, it is important to note that they are 
particularly active in trade shows and are representative 
of those industries which are currently re-appraising the 
effectiveness of this medium as a marketiag tool. 
Terminology 
Certain definitions of trade show terminology 
are included herewith so that there will be no doubt as 
to the meaning of key terms as they appear in the thesis. 
Industrial trade ~ - a periodic exhibition 
of industrial goods by competitive manufacturers before 
a concentration of visitors having a business interest in 
the products exhibited. Visitors are representatives of 
original equipment manufacturers or are distributors to 
the original equipment manufacturing ~rket. The show 
is usually not open to the general public. 
Sponsor - the association, organization, or 
society that owns, controls, or endorses a show. 
12 
.Show management - the individual or organization 
responsible for administering the operation of a show. 
This may be a professional exhibition management company, 
hired by the show sponsor, or a part of the sponsor's 
own organization. 
Facility ~ service suppliers - companies 
that sell OD~ren~ necessary services, such as carpentry, 
sign painting, and booth furnishings to the management or 
exhibitors of a show. 
Audience - the visitors that attend the show. 
13 
CHAPTER II 
DEVELOPME!'IT OF THE INDUSTRIAL TRADE SHOW 
Historical Background 
Origins in antiquity. Trade shows and exhibitions 
are among the oldest of marketing institutions. Before 
transportation and marketing developments made distribution 
of goods to all markets easy, marketing opportunities arose 
from religious observances which brought widely separated 
people together. The fairs of ancient times were concerned 
with religious matters and also were festivals attracting 
large crowds and therefore traders. Because worshippers 
participating at the fairs could not bring sufficient food 
with them, barterers were encouraged to set up stalls from 
which food was sold for specie or goods. In time the 
commercial aspects of the fair increased in importance, pro-
viding barterers with the incentive for offering cloth, 
leather, jewels, and spices as well as food. 
The fairs of antiquity date from the 12th century 
B. C. in China, but they also were held in various parts of 
the Medl. terranean world, and by the Aztecs of' Mexico. The 
evolution of the fair from a purely religious or festive 
event to an institutionalized type of assembly, in which 
trading activity became the dominant characteristic, is 
well established in the history of the fairs held in 
ancient Greece and Rome. 
14 
T.he genesis of the trade show of today thus is 
clearly evident in the trade fairs of antiquity, because in 
both instances may be found the effort to prove the merits 
~-
of a product by displaying the commodity itself and by ~king 
friends for the' p~oducer of the product. In this sense the 
modern trade show may be considered as perhaps the oldest 
form of advertising and means for establishing public 
relations. 
Medieval period. There were no major developments 
in trade fair~ after the beginning of the Christian era 
rise of Medieval commercialism. The next major development 
in market fairs came with the growth of towns in Western 
Europe, and merchants from different nations congregated at 
fairs to exchange goods. Money changers, or the proto-type 
of the modern banker, developed to facilitate trade by 
providing foreign exchange. Spreading rapidly through 
Western Europe with the expansion of trade, fairs became 
monopolies of local government and gave rise to guild 
restrictions. They also stimulated wholesale trade and the 
use of credit. 
With the growth of the town economy in Western 
Europe by the eleventh and twelvth centuries, the fair 
became increasingly important as a commercial development. 
Fairs differed from town markets, which were held at regular 
intervals and generally dealt in products produced locally, 
because the former were held less frequently, were on a 
15 
la~ge~ scale, and attracted professional traders from 
distant places. 6 
It is this function of the fair as a coneentra-
tion point, where traders from a widespread area could engage 
in commercial activity, that establiShes a link between the 
Medieval fair and the trade show of today. In time the 
fair as an instrument of commerce and trade gave way to the 
development of mode~n marketing institutions and methods. 
The trade show has evolved as a part or this development, 
having become an important marketing technique for bringing 
together potential buyers. The essential difference be-
tween the Medieval fair and the trade show is that, whereas 
the former facilitated an exchange of goods, the latter 
attracts buyers to a display. 
The era of Mercantilism. With the decline of 
feudalism and the rise of nationalism in Western Europe, 
nations began vieing with one another in a commercial tug 
of war designed to achieve economic and military supremacy. 
' 
This commercial rivalry, ushered. in. by the age of discovery 
and exploration, resulted in a veritable Commercial Revolution, 
itself founded upon a philosophy of trade we describe as 
Mercantilism. This ·system of trade centered on the belief 
that in order £o gain national strength and economic 
independence, the state must control economic life, so that 
a favorable balance of trade would always be assured. 
Outstanding among writers espousing the several 
schools of English, French, and German mercantile thought 
,I 
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was the English merchant and theorist, Thomas Mun ("1571-1641). 
In several classic publications, notab2y his Englands Treasure 
by F.orraign Trade, ~un epitomized the best of mercantilistic 
philosophy, such as the balance of trade doctrine and the 
identification of wealth with money. The scope and logical 
conviction of his arguments have .made him the outstanding 
7 
exponent of English Mercantilism. 
Although the era of Mercantilism helped trans-
form Western Europe into a group of powerful nations and 
carried international trade to an unprecedented level of 
development, there seems to be little in this period that 
further developed or refined the trade show marketing medium 
already developed in the Medieval fair. While the fair 
centralized the market structure and thus served as a 
nucleus around which trading activity could be attracted, 
Mercantilism focused attention on external trade with state 
created monopolies, such as the East India Company and the 
.A development of entrepots for shipping commerce as the chief 
centers of activity. 
The Industrial Revolution and the modern industrial 
exhibit. The gradual increase of town shops and markets 
during the 17th century lead to the rise of the wholesale 
type fair where retailers could buy their goods. But it' 
was with the appearance of the Industrial Revolution, per-
mitting the display of manufactured goods, that the transi-
tion between the Medieval type fair and industrial exhibitions 
17 
was effected. Modern exhibitions are largely the outgrowth 
of the industrial age beginning in the 18th century. The 
Industrial Revolution in the early 19th century brought 
advances in banking, transportation, and marketing, and 
began the advance-toward the modern business world. These 
changes increased the rate of decline of the Medieval type 
fair and at the same time fathered industrial eXhibitions 
in France, England, and Germany. As examples, as early as 
1750 the Society of Arts in England offered prizes for 
samples of manufacturers and exhibited the works to 
competitors, while in France in 1798, an exhibition took 
place featuring all kinds of manufactured goods, and this 
followed regularly every few years. 
Since the l850 1 s, famous world's fairs have been 
held at various times in a number of European countries 
and the United States, often in anniversary celebrations of 
historic events or to honor significant developments in 
human progress. Usually attendance has been in the tens 
of thousands, but 39 million visitors attended the Paris 
Exhibition of 1900, and more than 45 million persons 
attended the fair held at New York in 1939-1940, and the 
Brussels fair of 1958. 
Closely related to the world's fair type of 
exhibition is the internationa~ trade fair, devoted to the 
display of all types of products. One hundred general trade 
fairs have been held throughout the world, the majority in 
18 
Europe. Bince the turn of the century many European cities 
have built permanent buildlngs where samples from manufactur-
ers could be displayed. In May 1960 the u. s. World Trade 
Fair in New York City had 66 nations exhibiting. Trade 
attendance totaled 1701 000, including retailers, whole-
salers, manufacturers, importers, exporters, and representa-
tives of syndicate buying houses from 72 nations. Certain 
days were open to the public, resulting in a public atten-
dance of 390,000. 
~pecialized trade shows are confined to a single 
field. Their popularity is evidenced by the fo1lowing 
illustrations of the many events held in Europe in 1960': 
West Germany -drugs (Stuttgart), housewares and ironware 
(Cologne~ photography and motion pictures (Cologne), leath~r 
goods (Offenbach), sanitary and heating equipment (Frankfurt 
on the Main), toys (Nurnberg), sportswear (Weisboden); 
separate exhibitions in Great Britain for clothing, factory 
equipment, hardware, machine tools, motor transport, instru-
ments, electronics, automation;in Paris exhibitions of boats, 
dairy equipment, and textiles. In the United States in 
1960-61 there were an estimated 270 such exhibitions in 
the medical field alone, 200 in education, 205 in apparel, 
fashions, and textiles, and hundreds of others in practically 
every field from homes, home furnishings, and food to 
engineering, music, and advertising. The international 
aspect of the great fairs tends to make most of them too 
19 
big for the purpose of promoting business, so the tendency 
in the United States has been toward specialized fairs for 
particular trades. 
One of the first industrial exhibitions recorded 
in the United States was the Franklin Institute of Philadelphia 
trade eXhibition held in 1824. Its purpose was to draw 
inventor, manufacturer and consumer together in closer 
relationship. Products exhibited included cloth gdods, 
' 
agricultural and other implements, chemicals, paper, glass, 
'" pottery and metal wares. There were over three hundred 
. . . 
e:xhibits from seven states. Thi·s exhibition was held at 
periodic intervals until 1858. The New York Crystal Palace 
Exposition in 1853 featured the first passenger elevator and 
demonstrations of the sewing machine. The crentennial Ex-
position in Philadelphia in 1876 brought wcrld honor to 
Alexander ~aham Bell for his telephone. The World's 
Columbian EXhibition in Chicago in 1893 featured steel 
and electricity. 
As the United States began to change from an 
agricultural to an industrial eronomy, the number of trade 
shows began to grow, as shown in Table I. 
During World War I most Shows were cancelled 
because of transportation and housing restrictions, but. 
during the 1920's their importance continued to increase. 
Poor administration of Shows during this period brought 
heavy criticism from eXhibiting companies. Many exhibited 
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TABLE I 
GROWTH IN· THE .NUMBER OF TRADE SHOWS SINGE 1910 
.Source: 
*:Source: 
Year Number of Trade Shows 
-
1910 200 
1920 400 
1930 900 
1940 1989 
1950 2700 
1960 3000* 
Thain, Donald H. 1 "Industrial Trade Shows. 11 
Unpublished Doctor's dissertation, Graduate School 
of Business Administration, Harvard University. 
1955 
The Gallagner Report. Bernard P. Gallagher, 
147 West 42nd Street, New York, New York. 
July 9, 1962 
simply because they feared a negative reaction if they 
8 did not participate. 
The 1930's brought better quality operations, 
and with more professional managers now beginning to operate 
shows, earlier mistakes were rectified. As a result an 
increasing number of trade shows came into being and their 
use as a promotional device became better recognized. 
A curtailment in trade show activity took place, 
as might be expected, during World War II, but this was 
followed by a post war trade show boom. New shows were 
instituted and many that had been held every two or three 
years changed to an annual basis. The industry attributes 
the post war trade show boom to the fol~owing four factors: 8 
(l) Product lines of many companies were revised 
during and immediately after the war, due to the fact that 
21 
many materials were in short supply and substitute materials 
were developed. Industrial buyers were anxious to compare 
all avail~ble goods on the market that were pertinent to 
their requirements. 
(2) The number of suppliers had increased. Many 
new companies were set in motion during the war, and many 
companies were featuring completely new lines after the war. 
(3) ~uantitatively and qualitatively sales forces 
fell to a low point during the war. Marketing executives 
saw trade shows as an aid in training new salesmen and 
in putting spark into their marketing programs. 
(4.) Sponsors, taking shows out of hotels and into 
exhibition halls, had to do a better promoting job in order 
to fill the hall. 
New industry spawned new trade shows in a growing 
industrial economy. Typical are those included in the 
figures of Table II. Although today 1s trade show has come 
a long way, it is still being improved. Show managements 
are more professional; participants are using more effective 
exhibits; and sponsoring organizations try harder to improve 
the quality of trade shows and no longer consider them 
necessary evils. 
TABLE I.I 
TABULATION OF 1961 EXHIBITS SCHEDULE 
Industrial 
Classification 
Number of 
Shows 
Accounting 
Advertising & public relations 
Agrioultu:z:aal 
Amusement 
Apparel, fashion & textile 
Armed services - veterans 
Arts 
Automotive 
Aviation 
Banking, credit & finance 
Barber, beautician & cosmetics 
Be:verage 
Building & building materials 
Business & management 
Cemeteries & funeral directors 
Ceramic & glass 
Chamber of Commerce 
Chemistry 
Chiropody 
Chiropractic 
Ci vies 
Cleaning-dyeing & laundry 
Clubs · 
Coal & petroleum 
Communications 
Containers 
Dairy 
Decorating & decorating supplies 
Dental 
Education 
Electrical 
Electronics, radio & television 
Engineering 
Fairs, expositions & pageants 
Fal'm equipment 
Fireman 
Flowers & g~rdens 
Food & food pl'ooessing 
Forestry, lumber & millwork 
Gifts & jewelry 
Government - federal, state, 
county 
Graphic arts 
12 
22 
70 
14 
119 
6 
7 
42 
12 
52 
32 
19 
51 
48 
22 
6 
4 
9 
9 
9 
5 
14 
10 
31 
16 
10 
9 
12 
76 
173 
23 
31 
45 
52 
20 
10 
53 
49 
32 
52 
29 
9 
22 
Recorded 
Attendance 
15,500 
34,825 
1,193,075 
23,600 
259,395 
16,000 
304,100 
1,452,600 
131,200 
53,700 
112,500 
24,300 
193,525 
1,026,390 
29,400 
2,875 
a,8oo 
63,400 
7,650 
4,075 
2,100 
35,350 
38,550 
31,003 
10,875 
52,850 
283,050 
17,150 
142,296 
494,630 
67,125 
248,500 
239,525 
13,138,144 
24,150 
7,050 
1,096,750 
637,450 
61,800 
298,500 
326,015 
9,300 
TABLE II - continued 
Industl"ial 
Classification 
Number of 
Shows 
Hardware 
Health, recreation & welfare 
Heating, p~hmbing & refrigeration 
Hobbies, toys 
Home shows 
Hospitals 
Hotels & restaurants 
House furnishings 
Ice 
Insurance 
Labor unions 
Law 
Leather & leathel' products 
Library 
Livestock 
Machiner:y 
Medical 
Metal & metal products 
Minerals & mining 
Miscellaneous 
Music 
Nursing 
Office management & equipment 
Optometry 
Osteopathy 
Paper 
Pharmaceutical 
Photography 
Plast~cs & l'Ubber 
Police 
Postal 
PoUltry 
l'ublishing 
Real estate 
Religion 
Science 
.SOl'OD~<t!Jes 
Sports - spol'ting geods & travel 
Tobacco 
Tl'ansportation 
Utilities 
Veterinal'y 
Warehousemen 
30 
91 
17 
35 
68 
29 
71 
29 
5 
25 
4 
13 
26 
25 
39 
12 
95 
12 
8 
6 
30 
39 
13 
17 
24 
6 
15 
16 
2 
11 1 
3 
20 
26 
19 
12 
24 
1 
66 
7 
30 
14 
24 
6 TOTAL 2,652 
23 
Recorded 
Attendance 
96,350 
207,355 
66,490 
+71,450 
4,276,580 
63,765 
284,575 
316,880 
1,300 
15,415 
251,350 
16,700 
77,950 
27,665 
3,702,750 
30,100 
272,038 
155,525 
42,300 
31,~24 
56,150 
42,425 
265,700 
11,900 
11,910 
14,150 
21,000 
174,175 
31,500 
6,375 
6,150 
32,811 
10,980 
20:~375 
58,300 
91,700 
350 
4,088,710 
17,900 
5B,5ao 
15,350 
11,325 
2,265 
37,376,446 
Source: Compiled by the writer fl'om Exhibits Schedule, Annual 
Directol'y of Trade and Industl'ial Shows, Sales Meetinas , 
Philadelphia, Penna. 1961. 
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Present Day Industrial Trade Show~ 
Industry participation and occurrence frequencies 
of Shows. Tallies conducted by marketing, advertising, 
sales promotion, and trade associations show that the number 
of trade shows currently being presented in the United States 
is somewhere between 2500 and 3500. The variance in these 
figures is due largely to the methods of tabulation used in 
individual surveys. Table II includes figures for current 
United States shows. Some surveys include Canadian and/or 
other foreign shows. Some include permanent exhibits in 
the listing of shows, but do not make attendance figures 
available for permanent exhibits. Shows occurring regularly 
are included in all surveys, but no consistent practice has 
been established for tabulating shows which take place 
with different frequencies. {Shows take place on five-year, 
triennial, and biennial bases, annually, semi-annually, or 
4, 6, and 8 times a year. One survey lists a 6-times-a-year 
show as six Shows, with separate booth and attendance figures, 
while another lists the same 6-times-a-year show as one 
show.) 
Table II was compiled by the author from the 
1961 EXhibits Schedule, an annual directory of trade and 
industrial shows. Each show is listed as one recorded show 
regardless of its occurrence rate. It should be noted, 
however, that attendance auditing is a difficult task, and 
studies now are being conducted by interested associations 
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and eXhibiting companies to enable them to obtain more 
accurate attendance figures at trade shows. The figures 
listed in Table II, for instance, do not include attendance 
f.or the 1250-booth American Furniture Mart show held 
twice a year in Chicago. 
Table III shows those industries which participate 
in over fifty shows per ~ear and/or have recorded attendance 
at shows totaling more than one million. 
TABLE III 
TABULATION OF LARGER U. 8. TRADE SHOWS 
Industrial Number Recorded 
Classification of Shows Attendance 
Agricultural 70 1,193,075 
Apparel, fashion & textile 119 259,395 
Automotive 42 1,452,600 
Banking, credit & finance 52 .. 53,700 
Building & building materials 51 193,525 
Business & management 48 1,026,390 
Education 173 494,630 
Fairs, expositions & pageants 52 13,138,144 
Flowers & gardens 53 1,096,160 
:G11li~ & jewelry 52 298,500 
Health, recreation & welfare 91 207,355 
Home shows 68 4,276,580 
Hotels & restaurants 71 284,575 
Livestock 39 3,702,750 
Medical 95 272,038 
:Sports - sportin goods & travel66 4,088,710 
Source: EXhibits Schedule, Annual Directory of Trade and 
Industrial Shows, Sales Meetings, Philadelphia, 
Penna. 1961. 
As mentioned earlier, most trade shows take place 
on a regular basis, but the time interval between shows 
varies considerably. Examples of the varying rates of 
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occurrence of trade shows have bean tabulated in Table IV. 
TABLE IV 
EXAMPLES OF RATES OF OCCURRENCE OF TRADE SHOWS 
Show 
-
Bakery Industrial 
Exposition 
Machine Tool 
Exposition 
National Oil Heating 
Location 
Atlantic 
City, N.J. 
Chicago, 
Ill. 
& Air Conditioning Chicago, 
Show Ill. 
National Exposition 
of Power & Mechani-
Occurs 
Every 6 
years 
Every 5 
years 
Attendance 
(No attendance 
figure - 950 
booths 
-
cal Engineering New York Biennially 20,000 
National Dairy Cattle Waterloo, 
Congress Iowa Annually 250,000 
National Business 
Show New York Annually 
Armory Furniture Semi-
Show New York annually 
Popular Price Show Semi-
Show of America New York annually 
Tri-State Sho-e ~.ow Pittsburgh, 3 times 
:Show Pa. per year 
Metropolitan Juvenile 4 times 
Style Mart New York per year 
West Coast Salesmen 
Association 
Centxaal Western 
Market Assn. 
San Francis- 5 times 
co, Calif. per year 
Omaha, 
Nebraska 
6 times 
per year 
150,000 
' ' 24,000 
14,000 
4,500 
20,000 
12,500 
3,500 
Source: EXhibits Schedule, Annual Directory of Trade and 
Industrial Shows, Sales Meetings, Phiadelphia, 
Penna. 1961. 
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Those trade shows which occ~ every two, three, 
four, or five years, in general, invOlve industries which 
do not have sufficient new developments each year to warrant 
annual shows. In some industries the expense of shipping 
the machinery or equipment involved in eXhibitions is 
prohibitive, and there is a scarcity of convention halls 
constructed to carry the floor loads of such equipment. 
Annual shows comprise the major portion of the trade show 
industry and are usually held in connection with an annual 
trade convention. Semi-annual shows are not unusual and 
occur in the advertising, business and management, decorating, 
education, and gifts and jewelry industries (as classified 
in Table II) where the nature of the market is such that 
changes occur frequently. In the leather and leather 
products and apparel, fashion and textile industries, shows 
occur up to eight times a year, due to the rapid and ever-
changing aspect of the fashion world. 
Kinds of shows and where they take place. As shown 
in Table II, the most popular promotional show is the state 
and, in some cases, county fair. .Some companies maintain 
special units of their sales promotion department for the 
specific purpose of planning and operating these educational 
exhibits. Next in importance are national, regional, and 
local trade shows. The presently accepted def~ition of a 
national show is one held at a time and in a place where 
the t~ade has gathered, usually for a convention, under the 
auspices of a national organization. In the last few 
years Chicago, because of its central location and 
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ample hotel ~acilities, has been selected as the permanent 
location of a growing number of shows. Other cities, in 
recognition of the increasing number of trade shows, are 
presently planning convention facilities. The Artillery 
Armory in Detroit was completed recently for this purpose, 
and Boston is planning its own exposition hall in the new 
Prudential Center. Regional shows are generally held in 
cities such as Newark, New Jersey, or Memphis, Tennessee, 
which currently are not stated for national shows. Local 
Shows usually are consumer type shows, although there are 
some exceptions. 
The trade show is also popular in the more 
sparsely populated regions. These are usually promoted by 
the Chamber of commerce in trading centers such as 
Dallas, St. Louis, or Kansas City. The expense of a train 
is prorated among a group of wholesalers or manufacturers 
who consider this a good way to bring their products to the 
attention of prospects who.might otherwise never come to 
"market". So the '!market' is brought to them. In some 
> 
lines, such as w~aring apparel, it is the practice of a 
group of representatives of leading manufacturers to conduct 
"shows" which travel to the principal communities in an 
area and afford local merchants an opportunity to visit 
sample rooms at the local hotels and place orders. This 
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type of show is rated as one of the better ways to sell 
related lines of merchandise, since the build-up the show 
is given attracts buyers from rural communities, which the 
average territorial salesmen would be unable to contact 
individually. 
Something entirely new for u. s. exhibit activities 
is currently under way. American International Tradeship 
Inc., a private company, has developed complete plans to 
refit an aircraft carrier and turn it into afioating ex-
position of America. The tentative itinerary would include 
about forty countries. Exhibitors can send their own per-
sonnel to travel aboard ship, and unmanned exhibits will 
use repeater tape recorders with tapes available in 
different languages. Visitors will be given a wireless 
receiver which will pick up the tapes as they walk past 
exhibits. Time in port is to vary between three and eight 
days, depending on business potential. The ship should 
sail by the end of 1962, and the company is satisfied that 
sufficient interest exists to assure a successful venture. 9 
JiponsorshiR.* The majority of industrial exhibitions 
today are sponsored by trade associations. These are non-
profit, voluntary organizations of business enterprises in 
*The sponsor has already been defined as the individual or 
organization that owns, controls and endorses a trade show. 
He has the basic responsibility for planning, organizing, 
and operating a show, although frequently the responsibility 
for the management of the show is delegated to professional 
show managers. 
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an industry ~ a trade established for their mutual benefit. 
Some 1500 associations serve particular lines of manufac-
turers, distributors, or retailers, such as the National 
Association of Wool NBnufacturers, the Wholesale Dry Goods 
Institute, and the National Retail Hardware Associa.tion.10 
Manufacturers' trade associations serve their member with 
respect to production, purchasing, personnel, and political 
problems, but their marketing servi·ces predominate. 
Their information centers issue bulletins on trade trends 
for their industries. Over 70% of them undertake trade pro-
motion for their industries and carry on marketing research. 
From 25% to 40% sponsor trade shows. Although wholesale 
distributors' trade associations devote themselves more fu1ly 
to marketing services, the scope of the services tends to 
be somewhat narrower. They are rarely concerned with general 
product advertising, preferring to help members develop 
dealer aids and other sales promotion devices. They have 
been particularly active in the field of public relations. 
Some of the largest trade association memberships are found 
in the retailing field, and provide their members with 
invaluable marketing assistance on store planning, lighting 
and window displays, purchasing pol~cies and procedures, as 
well as sales promotion aids. 
Other sponsors of trade shows include professional 
organizations,. united business and industrial interests of 
an area who operate shows for the benefit of a whole community, 
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and entrepreneurs whose purpose is profit making. Pro-
fessional organizations in the accounting, advertising and 
public relations, automotive, banking, business and management, 
enemistry, dental, education, engineering, law, medical, 
and science vocations all sponsor trade shows, as shown 
in Table II. Community groups who sponsor trade shows 
include civic associations, Chambers of Commerce, and 
industrial development groups. These groups are chartered 
as non-profit organizations, and if a profit is made on 
a show, the money is reinvested in community or industrial 
programs, or is rebated to exhibitors on a non-profit basis. 
So-called non-sponsored trade shows are owned 
and operated by professional show producers such as Clapp 
and Poliak in New York. The entire risk of a show production 
is undertaken by entrepreneurs on the strength of the names 
of the cooperating professional association to whom a 
percentage of the receipts is paid • 
• • • 
From the brief description of the historical 
background and the many facets of the present day industrtal 
trade show presented in this chapter, it is evident that 
this form of marketing endeavor is an ~portant one. The 
£act that the trade show may be traced through the annals 
of commercial history from the fairs of antiquity and so, 
in one form or another, has enjoyed a long period of 
existence, attests to its significance as a marketing tool. 
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CHAPTER III 
ANALYSIS OF TRADE SHOW BENEFITS 
The T~ade Show as an Effective Marketing Tool 
The main purpose for exhibiting and demonstrating 
a company's products o~ se~vices is to make use of the trade 
show as an effective marketing tool so as to ~ealize the 
benefits that such a medium makes possible. An effective 
marketing tool is one which ultimately will ~esult in an 
increase in sales volume. The purpose of this chapter, 
therefore, is to show precisely what a~e some of the benefits 
that will produce this end result. 
One~authority has pointed out that the most 
important value to be gained from a trade show is a potential 
increase in sales, and the second most important objective 
to be realized is the development of new prospects.11 Still 
another source asserts that the chie£ benefit to be gained· 
f~om the trade show may very well be the introduction of 
new products.12 However, what is important fo~ the purpose 
of assessing the value of a trade show is not so much the 
· order in which particular benefits rank in importance, but 
rather the probability that a number of benefits are of 
importance, and that all may result ultimately in an increase 
in sales volume. In other words, is an increase in sales 
advantage merely one of many advantages, all of which may 
be somehow ranked? 
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The analysis of this chapter purports to show 
that although numerous benefits may be realized from 
trade shows and that they might be ranked in order of 
importance (assuming that essential quantitative data 
are available), increasing sales itself should not be 
included categorically in a ranked array, because it is 
the hoped-for end result of any trade show effort, no 
matter what immediate benefit the show may be expected 
to produce. 
Benefits of the Trade Show to the Exhibitor 
In line with the hypothesis that an increase 
in sales is always the ultimate long-range goal, trade 
show benefits which are considered to be of importance and 
which will serve to establish ~nd develop the purpose of the 
thesis, as described in Chapter I, will be analyzed below. 
These benefits may not exhaust the list of the possible 
advantages of a trade Show, or even the ones that ought to 
be given prime consideration, but it is believed that those 
which are discussed constitute a sufficiently large enough 
numberto validate the thesis. Indeed, even if additional 
benefits were considered, it is doubtful that appreciably 
more could be gained in the effort to achieve the objective 
of this thesis. 
Developing new prospects.. One important advantage 
to be derived from the trade show is that it serves as a 
means for developing new prospects, because the exhibitor 
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is able to reach ideally selected audiences under circum-
stances of unusual receptivity. When proper techniques, 
which are described later, are used, a valuable assort~nt 
of inquiries and sales leads can be collected, or sales 
may be closed on the spot. In many cases the enyironment 
of a show does not lend itself to a full completion of a 
sale; more often, industrial trade show efforts result in 
the securing of leads that later are followed up by the 
sales organization. 
Product demonstrations. The advantages of exhibiting 
at trade shows may be beneficial to the exhibitor because 
exhibits provide ideal conditions for product demonstra-
tions and the use of working models, cut-aways, and other 
display techniques, thus giving sales effectiveness that 
often cannot be duplicated in field selling. The trade show 
most effectively promotes those products which lend themselves 
to demonstration, particularly if these products do not lend 
themselves to field demonstration. The trade show may be 
unusually beneficial when the exhibit is intended for the 
p~pose of displaying large or unwieldy products that 
producers would find impractical to demonstrate in the field.13 
It is incidental to note that such a situation will ppovide 
a haven for satisfied customers who wou1d feel inclined to 
offer personal testimonials concerning the products being 
demonstrated. 
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Int~oduction of new products. The introduction 
of new p~oducts is an important ~eason for an exhibition, 
because in this way a manufacturer is able to gauge his 
market and secure first hand reactions f~om booth visitors. 
Uses for the product the manufacturer had net considered, o~ 
per~s did not stress sufficiently in his initial announce-
ment of the item, may be uncovered. By securing first 
hand reaction, the exhibitor can adjust his advertising and 
promotional efforts so as to receive maximum benefits. 
The trade show may be used to test the reaction of potential 
customers to new prodQcts before the commodities are displayed 
14 in regular advertising campaigns. Trade shows offer 
unparalled opportunity for buyer education, making attendees 
dissatisfied with old equipment, because they are exposed 
to the benefits and conveniences of new, up-to-date items. 
Promotional advantages. Another benefit that 
might be realized from~a show would be the promotional 
advantages that could be enjoyed by the entire industry as 
well as by the exhibitor. Stimulation of technological 
and design advancement can c~me about when a trade show 
visitor sees a product and visualizes using it in new 
applications. For example, a petroleum refinery engineer, 
looking for a method of cooling paraffin blocks, round a 
solution to his problem at a Materials Handling Show when he 
discovered a machine used in the confectionery industry 
for cooling chocolate slabs. Arrangements were made to 
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have a machine adapted for use in the petroleum industry.15 
Under the stimulus of a time deadline eXhibiting companies 
often accelerate product development in order to have new 
and different items to exhibit. 
Recognition of competitive aspects. Sometimes 
a trade Show may produce mixed results because of the 
advantages and disadvantages resulting from the competitive 
aspects of exhibits. On the one hand, the exhibitor has the 
opportunity to compare with that of his own the merchandise 
displayed, the various kinds of literature, and the sales 
and advertising techniques and appeals used by competing 
firms. On the other hand, these may be the very advantages 
his own display may provide for his rivals. Many companies 
participate in a show rationalizing that it is necessary to 
mat~h the moves of their competitors. ~ere probably is 
justification for the conviction that one is compelled to 
participate because his competitors are offering exhibits. 
However, this in itself should not be the governing influence. 
We have already indicated several of a number of valid tane 
gible benefits that may be expected to result from partici-
pating in trade shows. These are what might be referred to 
as legitimate reasons for offering exhibits and are, in 
fact, the chief reasons firms do participate. 
Market research. Trade shows may produce direct 
benefits from the point of view of market research. 
Catering to a highly selective audience, the ideal 
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psychological climate exists for obtaining sample opinions 
and for conducting surveys in order to evaluate products 
or effectiveness of trade show effort. However, assessment 
of trade show effectiveness is not limited to sampling 
of opinions by attendees. In November 1961, the American 
Management Association held a closed workshop seminar on 
"Methods of Increasing the Total Effectiveness of Trade 
Show Participation. 11 Because no record was made of the 
proceedings, the results of the workshop were not available 
to the writer. It appears reasonable to assume, however, 
that this type of advertising and sales promotion research 
can be of considerable value to participants of such seminars. 
Public relations. Still another category of bene-
fits that may be realized from participation in the industrial 
trade show has to do with the desire o£ the company to bring 
either its name or its product (or both) before attendees. 
The exhibit should be of real value if the product and the 
corporate name become identical and firmly associated with 
a pleasing corporate image, as expressed by the exhibit 
and its staff. Once the image is created, the company ought 
to find it easier to establiSh the public relations needed 
to promote itself or its products. 
Unless the objectives of public relations can be 
achieved, the company may find it difficult to enjoy the sales 
volume that it may have set for itself as a target. Many 
aspects related to the selling of the product such as 
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pricing, advertising, and sales effort, to be successful, 
depend upon a favorable public reaction. In other words, 
a major objective of public relations itself is to insure 
an attitude on the part of the public that is favorable to 
the company and to its products. A good public relations 
milieu nmst rest upon efforts which convince customers that the 
company merits their patronage. (These objectives are 
16 
clearly pointed up in Tosdal. ) Thus, if the trade Show 
is to establish the image that may be so vital to the company 
in the interests of good public relations, the exhibit 
itself must be well planned and properly presented With the 
need for winning the confidence of the audience in mind. 
If done correctly, maximum benefits can be expected, for 
" ••• the corporate identity is clear and properly connected 
with the product; and the product by its generic name be-
comes synomous with the corporate name in the attendees' 
minds •••• Tnis result is one which is difficult, if not 
impossible to achieve in other media particularly when firmly 
linked to the real reason for the corporation's being - the 
17 distribution of its products." 
Sales training. A major benefit of a dual 
character that may be expected from a trade show is the 
use of the exameithtor~training purposes. In the first 
instance, it is claimed that the booth offers an excellent 
oppPrtunity to train sales personnel in the presentation 
and applications of new products. Further, it is averred 
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that the show affords the company the chance either to train 
new personnel or retrain the regular sales force. Junior 
salesmen under direct supervision can gain maximum customer 
exposure and have the opportunity to observe veteran aalea-
18 
men in action. Veteran salesmen can be updated in the 
latest sales techniques of the company. Lang, for example, 
appears to be quite adamant in making this point. He 
states that a " ••• reason for an exhibit presentation is that 
it is often used as a training tool for personnel. 1119 He 
also points out 11 ••• in many instances it is economically 
unsound to set up large expensive equipment at widely 
separated points and then pay transportation and maintenance 
costa of personnel to gather them for a training period ••• 
A show can be u.aed ••• to house equipment [and pel' mit 
the sales pel'sonnel ti( become thoroughly acquainted with 
the latest developments of theii"- company. 1120 The conceivable 
benefit that could accrue to the company fi'om such a 
utilization of the tpade show is not being challenged. 
However, the question that should be raised is, would a 
company ~~ a trade show for the specific purpose of 
using this device as a sales personnel training medium? 
Is it not likely that the benefit is derivative in character ? 
This benefit is derived from the fact that the trade show 
effort might very well.have been made even if a sales 
training program had not been planned. In the last analysis, 
could not such a program, at least in a number of instances, 
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ha~e been conducted at the plant or home office as well, 
or even more economically, as at a trade show? It would 
seam then that such companies wou~d engage in trade shows 
primarily for other benefits and consider the opportunity 
of being able to undertake a training effort at the same 
time as an added benefit. 
Advantages due to mergers. Trade shows may also 
be beneficial for companies resulting from mergers. Staffs 
of formerly different companies heretofor unacquainted with 
some of the products contained in the multiple line they 
now represent can be briefed in their use. Moreover, the 
trade show effort of the new company permits the sales 
staffs of the merged companies to become personally acquainted 
and be made to feel as a single organization. In addition, 
the trade show effort makes it possible to effect a transfer 
of good will. Customers whose previous allegiance was to one 
or the other of the companies forming the merger are now 
exposed to the good will efforts exerted by the combined 
sales force of the merged company. 
Territorial expansion. It is conceivable that 
the trade show may be beneficial to a company contemplat~ng 
territorial expansion of its markets, either to build better 
distribution in a specific geographic area or to introduce 
its products to territories in which the company had not 
previously operated. This follows from the reasonable 
assumption that if there are benefits to be derived from 
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trade ahows in established territories~ they should produce 
results in territories hardly penetrated or not invaded 
at all. 
• • • 
The purpose of this chapter has been to render 
an analysis of those benefits a company may expect to gain 
from trade Show participation in its effort to realize 
increased sales volume. If a consequent increase in sales 
can be traced to these benefits~ the trade show has served 
as an effective marketing tool. In effect~ then, this 
chapter has explored some of the purposes for e~~ibiting, 
and these are important in the total analysis. The exhibitor 
will want to review periodically his reasons for participating 
in trade shows to be sure that his needs are met and the 
purposes accompliShed. There still remains the task of 
analyzing those problems which will arise to confront the 
exhibitor in his effort to select and evaluate those shows 
he hopes will meet his needs and achieve the results he 
desires. Such an analysis will be embodied in the following 
chapter. 
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CHAPTER IV 
ANALYSIS OF PROBLEMS REGARDING TRADE SHOW EFFECTIVENESS 
An analys·is has been made of some of the benefits 
to be gained by eXhibitors who are willing to spend the 
necessary time, money, and effort to achieve the desired 
results of trade show participation. It has been established 
by various sources used to compile the information presented 
in this thesis that proper planning of trade show participa-
tion is very important as a means for achieving the maximum 
benefits which can be realized by the use of this medium. 
Since the selection of trade shows plays a significant role 
in show planning, it is important to evaluate as wisely as 
possible the factors which may become the determinants 
of trade show selection. The elements of timing, types of 
shows and locations, size, quantity and quality of audience, 
show management, and the costs involved are among those 
that ought to be considered by the potential eXhibitor. 
A requisite condition for evaluating these determinants 
is the establishment of and adhering to the objectives of 
exhibiting, and this requirement will be discussed first 
in this chapter. The factors or determinants of trade show 
saection will then be taken up, and finally it is purported 
to show that trade show benefits can be maximized also by 
the use of a sound follow through system, not only as a 
device to increase sales volume, but to measure trade show 
effectiveness. 
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The purpose of this chapter, then, will be 
to analyze (1} the establishment of an objective, (2) the 
determinants of trade Show selection, and (3} the need 
for follow through as several means for maximizing the 
effectiveness of the trade show. 
EstabliShing and Adhering to an Objective 
When the purposes of eXhibiting have been care-
fully examined and the benefits to be gained from participa-
tion in the trade show have been established as described 
in Chapter III, they will become, in effect, the objectives 
of exhibiting. Once the objectives have been defined and 
the decision to use the trade show as a marketing medium 
has been made, consideration of the objectives determines 
how the desired results may be achieved with regard to 
selection and, in fact, with respect to the entire planning 
of the exhibit effort. Poor planning is the natural result 
of having no objective;21 therefore, the objectives must 
be firmly established and kept in mind in order to plan 
and coordinate an eXhibit properly. Otherwise the eXhibitor's 
effort may be ineffective and leave only a vague impression 
in the minds of booth visitors. 22 
It is reasonable to assume, then, that defining 
a.clear objective is the primary consideration of the poten-
tial eXhibitor who is to use this objective to determine 
other factors which will insure the proper place and propor-
tion of an exhibit in a company's sales promotional effort. 
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Selection Factors 
Types of shows and locations. A selection 
problem often faced by an industrial trade show exhibitor 
is the choice between a national and a series of regional 
shows. For example, in the machine industry, the National 
Machine Tool Builders Association sponsars an eXhibition 
every five years only, and it is national in scope. In the 
same indus~ry, the Materials Handling Institute has found 
that regional shows are preferable and sponsors five such 
shows in various locations. The purposes of exhibiting 
(or the objectives) must be examined, and the benefits 
> 
to be gained by the choice of a national over a series 
of regional shows, or vice versa, must be analyzed by 
the potential exhibitor. 
Lang states that the decision between the choice 
of a national and a series of regional shows is usually made 
in the light. of the cost o'f the program. ".Since most 
companies govern their advertising, sales promotion and 
I 
exhibiting efforts on the basis of a ratio to sales and/or 
expected sales figure, often the consideration becomes a 
purely monetary one designed to fall with the allocated 
budget.n23 He points out, however, that "participation 
in a national show is very often equal to the coat involved 
in participating in a series of regional or more local 
shows."24 In such an instance, then, the choice might be 
considered in the light of the exposure to be gained from 
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a national versus a series of regional shows. Lang declares 
that a very large company which participates in hundreds 
of Shows endeavored to analyze this problem and arrive at 
a firm policy. The company in question came to the ultimate 
conclusion that although the same number of people had been 
reached in the national show as in the combination of 
regional eXhibits, because of the amaller space involved 
in each of the regional Shows, it had not been able to reach 
each audience with the entire line of products. It was 
this company's conclusion that " ••• the national show in 
a single effort' gave them about three times the exposure 
of the combination of small shows. n25 
In any event, the site of the show should be 
in the geographic center of the exhibitor's b~ggest 
market. 1'(An oil show in Oklahoma certainly has greater 
potential for attendance of oil men than the same show 
in Montana.)"26 This will be discussed further in this 
chapter with regard to the audience to be reached. 
In addition to ne.tional and regional shows, 
industrial product companies are discovering that trailer®~ 
units, dramatic displays, movies, and skilled demonstrators 
effectively carry their sales message to customer plants. 
Careful booking in advance paves the way and assures that key 
men will be on hand, In December 1960 Leeds & Northrup 
Company, manufacturer of industrial instruments and 
automation equipment, put a show on the road. It was a 
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test plan to b~ing eXhibits di~ectly to p~ospects and to 
expose these potential custome~s to products without 
distraction ~om the competing exhibits found at normal 
indust~ial shows. Items were displayed according to 
.. 
p~imary inte~est of the·area's industries. In Idaho, 
atomic energy men saw one asso~tment of products; in 
Florida, engineers and production men in paper and chemical 
plants saw entirely different items. Men in electronics, 
steel, powe~ and other indust~ial and techn~cal organizations 
were shown appropriate components and automation systems. 
'Exhibits can be set up in hotels, motels, and company plants, 
and sometimes coincide with regular industrial show.s. At 
present, the Leeds & No~thrup Company plans to estab~ish 
a tour on a five year basis to cover each area of the 
country at least twice. The most important advantage to 
this unique type of trade show seems to be that the 
customer on his home grounds is less hurried and more in-
terestea.27 The more specialized the audience, the more 
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effective is the show, and this type of exhibiting would 
only draVI those attendees who would influence substantially 
the purchase of a company's products. 
Size of ·show. According to Smith, 29 study is 
needed of the optimum size of trade Shows. Some of the 
problems that the la~ge shows present include the 
following: desirable space is not available to p~ospective 
\ 
exhibitors; there is a limit to how much walking and 
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viewing a visitoF can afford to invest in a show; inadequate 
hotel accomodations in show cities plague visitors and 
exhibitors alike; and it may be difficult to find specific 
exhibits in a large show. However, too many small shows 
may preclude eXhibiting by many firms becauae of costs. 
Norms are needed ~or dividing large unwieldy eXhibitions 
into smaller, more effective Shows. The industrial trade 
show boom of the past sixteen years is beginning to level 
off, according to some observers30 (due in part to the 
growth of questioning attitude on the part of industrial 
management about this medium), and a vertical splitting 
process is e~ected to occur, with shows aimed at narrower 
segments of an industry.31 Whdle some companies such as 
American Can, Continental Can, Dupont de Nemours, General 
Electric, and Union Carbide participate in 75 tollOO 
shows a year, 32 the median number of shows participated 
in according to respondents of one 1961 survey33 was 
four, and about the same for 1960. This is perhaps 
representative of the leveling out of trade show growth. 
Another problem arising from participation in 
the larger shows is the recruitment of personnel on show 
premises. One recent survey34 revealed that 76.5%· of show 
advertisers want a ban on recruiting at trade shows, while 
another concluded that 87% of advertisers were in favor 
of banning recruitment. In fact a number of companies 
pay retainer fees to management consultants specializing 
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in recruiting executive personne~ with no intention of us1ng 
their recruiting services. Actually the fees are paid to 
buy protection (consultants restrict their personnel raids 
to non-clients) and to find out what is going on in other 
companies (consultants pick up valuable information by inter-
viewing employees ready to relocate). 35 One positive solution 
to the problem has been to establish dignified "vocational 
information centers" at separate locations away from the. 
site of the trade snow. This activity does not intrude on 
trade show activities and no direct approaches are· made to 
attendees. 
It is e~ee~ed that as the optLmum size of shows 
is recognized, the efficiency of this medium wiil tend to 
increase. 
Timing. Since the impact of the trade show 
exhibit can be heightened eonsiderably if trade show partici-
pation is timed with the introduction ~f an advanced develop-
ment of wares, the exhibitor should decide how to fit his 
exhibit effort into his own product development program36 
(which, in turn, is determined by the need to meet his 
customers' schedules). If competitive shows are held at 
different times, the ability to fit one show or another 
into a schedule must be recognized. 
The product development cycle, which often deter-
mines the timing and frequency of ·shows, varies a great deal 
between industries, depending on the amount of research 
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necessary to produce new or improved ite~s. It is most 
advantageous to stage a show at the end of a cycle period, 
because this permits the entire industry to introduce the 
results of its research in the for.m of new products or items 
37 
which have been greatly improved. High fashion industries 
and others which cater to seasonal needs mtght find it oppor-
tune to run four or more shows a year on a calendar basis 
to present product lines developed for the coming period. 
The annual, biennial, or triennial shows better serve the 
needs of the heavier industries such as graphic arts and 
automobiles, because the product development cycle is more 
extended. Tradition sometimes determines the times at which 
shows are held, but this usually coincides with the end of 
the product development cycle for the industry. 38 
Maximum impact of trade show effort depends to a 
great degree on how well a given exhibit fits into an 
overall marketing plan with stress being placed, among other 
things, on the most opportune timing so as to producet:the 
most effective results. 
Evaluation of audience. If desired results are 
to be assured, it is important to consider in the selection 
of the trade show the interest the show might secure from 
the audience to which the exhibit effort is directed, since 
the audience is the "raison d 1etren of any industrial exhibit. 
Total arrow attendance has shown a marked yearly increase,39 
but large numbers are insignificant if many are of doubtful 
value, since time and attention may be directed away from 
50 
genuine prospects. 
Robert Letwin, editor of Sales Meetings Magazine, 
states that audience composition should include a heavy 
concentration of users or potential users of the exhibitor's 
products in the area of the show site. He points out 
that " ••• experience indicates that 75% of show visitors 
{even at national shows) come from within 150 miles in 
almost every instance."40 Lang asserts that n ••• at a 
national show the attendance ~rom within a 59-mile radius 
of the site of the show is about ~5% of the audience. If 
the same show held on the East Coast were restaged on the 
West Coast, other things such as promotional efforts and other 
factors being equal they would each show the same net result; 
that is 75% of attendance from within fifty miles and 25% 
- 41 from other areas." It should be pointed out that the 
quality as well as quantity of expected attendance at the 
show is important. Therefore, a show which is not ideally 
located in the center of the makret geographically could con-
ceivably draw a very select audience from greater distances, 
and the "25% from other areas" figure that both Lang· and 
Letwin mention could become very significant. The eXhibitor 
must consider both the percentage of trade association mem-
bership that attends the show and the present customers' 
attendance at past shows. 42 
Bhow users desire a great deal more pre-show in-
formation on the nature of the exhibition and the specific 
characteristics of the visitors expected to attend than is 
now made available. 43 Quantity of attendance can be 
measured from registration or attendance figures of 
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past shows~ if these figures are available. Quality can be 
gauged by an analysis of the audience audit, if one has 
been previously conducted. In 1949 the Exhibitors' Adv~sory 
Council organized the Exhibitors' Attendance Audit Bureau 
and announced a four-part objective: 11 (1.) to analyze show 
attendance and make detailed information available~ {2) to 
audit show managers' statements of attendance and to publish 
in report form those whose accuracy, reliability~ and 
coverage can be vouched for, (3) to set up standards and 
regulations to guide the preparation of attendance reports 
and the compilation of statistics, and {4) to assist show 
managers to produce attendance data in ~he form mpst useful 
to advertisers.n44 However, this non-profit organization, 
which was founded in 1926, has not existed since 1958~ and 
there is an unfortunate void in this area. The Gallagher 
Report of July 9, 1962~ suggests that exhibitors should 
demand at least objective audi'ts of attendance by a 
recognized auditing agency, 45 because attendance audits 
are one of the means of measuring the potential. effectiveness 
of an exhibit effort. 
The potential. eXhibitor must also decide whether 
he will. get horizontal or vertical interest from the expected 
show audience. A horizontal type audience will be interested 
in all of the products displayed at a show. A vertical 
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audience, however, will limit its interest to a smaller, 
more defined segment of the Show. For example, at a railroad 
industry show, the horizontal audience would be interested 
in all products and services applicable to rail transporta-
tion. Air conditioning manufacturers displaying at the 
same show, however, would promote only that part of the 
line of products applicable to railroads, and their effort 
would be aimed at a vertical audience. 46 
Since a show's value to an exhibitor.depends upon 
the extent to w?fch it is attended by people who influence 
the purchase of his products, 47 it is important to determine, 
insofar as possible, who will attend the shows in which the 
company is considering participation. Authorities agree that 
detailed analyses of trade show attendance comparable to 
the analyses of magazine circulations ~hould be established 
following these analyses. 48 
Show management. Professional trade show management 
began in the 1920's in answer to a growing need for specialists 
in show operations. 49 The usual function of the show manager 
is to act a a central coordinator correlating the activities 
of sponsors, exhibitors, contractors and service suppliers. 
The reputation and record of the show management or show 
producer is of concern to the potential exhibitor, for 
there are many "promoters11 drifting in and out of the trade 
show business. 50 Long-established shows are relative11 
easy to investigate and may be used to secure a gauge of 
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the management. When a new industry reaches a level of 
importance that warrants a show, confidence can be placed 
in show management which has produced shows in allied 
industria s. 
Management has a responsibility to keep eXhibitors 
informed on all pertinent information regarding the show, 51 
and thus it becomes a source of information to the potential 
exhibitor who may evaluate available data to help determine 
the merits of the show with respect to his possible 
participation. Basic information which might be secured 
from the show management includes the following: of~icial 
floor plan, rates for space and service, 'show brochu:tte, 
copy of eXhibitor's contract, exhibitor service info:ttmation, 
space reservation information, exhibitors' list to date, 
list of previous eXhibitors at show, audience analysis, 
and audience audit. 52 Of particular value will be surveys 
of registration lists of the attendance and reports of 
reactions or results from exhibitors. 
Cost Factors 
In order for the potential exhibitor to select 
the show or shows from which he moat likely Will gain 
maximum benefits, he must consider the factors listed pre-
viously in this chapter; in addition, he must prepare 
a budgetary estimate of what is required to do an effective 
job at those shows under consideration. According to one 
recent survey the average percentage of the total advertising 
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and/or sales budget planned for industrial trade shows in 
1961 was 6.14%. 53 (Another source places the figure for 1961 
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at 7.4% and for 1962 at 7.1%. ) This particular survey 
indicates that 51.5% of participants charge trade-show 
expenses to advertising, 24~ to sales promotion, 13.5% to 
sales promotion and advertising, 2.5% to sales, 0.5% to 
advertising and sales, and a% to~her departments. This 
indicates from what sources trade mnow money is drawn, or 
to which departments the costs of trade shows are allocated. 
It is important to consider n~t .only the sources from which 
the money will cane, but also where it will go. Important 
among show expenses to be consi~ered are eXhibiticonstruction, 
~ 
booth personnel and related entertainment, booth rental, and 
exhibit transportation. 
EXhibit construction. Pre-determined exhibit 
objectives would seem to <?-ictate the portion c£ a company's 
trade show budget to be allocated to the construction of 
an exhibit (and in most cases this will also include the 
expense of an eXhibit designer). Exhibit and display designers 
are qualified to give the best possible advice with regard 
to planning and constructing the eXhibit itself, using the 
latest displ~y techniques to blend a p~easing and productive 
. 
exhibit within the budgetary'allocations. According to 
Kittle, 55 there appears to be considerable v~ation in 
allocations for this trade show budget item. He reports 
a distribution of. answers ranging from 9% to 60% of budget 
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for construction costs, with a median figure of 30.1%. 
Another survey56 of 35 companies exhibiting frequently in 
a substantial cross section of u. s. trade shows indicates 
that industry is completely inconsistent in budgeting 
exhibit items, and new exhibitionnconstruction budgets 
ranged from zero to 57%, with an average of 31.92%. A com-
parison of these two surveys might lead one to c onclude 
that wh$ie there may be a wide difference in allocations 
for exhibit construction, the median and/or average figures 
may be fairly consistent from year to year. 
Booth personnel. According to Lang the cost of 
staffing a booth may be the largest single cost incurred 
by a company·in its show participation, especially if travel 
and maintenance expenses are incurred in providing the necessary 
personnel for the exhibit. 57 It may also be necessary to 
secure· the temporary services of booth staff by employing 
other personnel not on the company's permanent payroll, or 
to hire labor to erect, dismantle, and pack the material. 
Booth personnel costs often include ''hospitality suites" 
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and other related show expenses.- If trade shows are used 
for sales meetings, and/or sales training, this budget item 
can become extremely high in relation to the total budget. 
Evidence seems to indicate that this portion of the budget 
is the most difficult to forecast in general show planning. 
According to Kittle, 59 the median figure is about 25% of 
the total budget. Another source60 indicates an average of 
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about 11.5%. The disparity in these figures may be due 
to the fact that many companies charge such items as 
manpower, product handling, promotion, and entertainment 
to sales expense budgets rather than to eXhibits themselves. 61 
Exhibitors have had to set their own precedents since there 
are no guide posts of experience comparable to those developed 
through the years by more settled media. 
Booth rental. Many potential exhibitors engage 
in trade Show participation activities believing that the 
first and basic cost of exhibiting is the rental charged by 
the Show management for the space to be used by the exhibitor. 
Although the cost of space may run as high as $6 per square 
foot, space rental is usually leas than 25% of the total 
Show budget, or less than the average coat of either 
exhibit construction or booth personnel. Booth rental 
varies according to location, kind of show, the audlence 
to be reached, and the city in which the show is held. 62 
One aurvey63 reveals a median figure of 20%, another 
an average of 25% of total show expense. 64 
Show management firms are offering package prices 
to alleviate some of the skyrocketing costs of'exhibiting 
(due largely to the difficulties arising from working with 
labor unions). In a package price, the management may 
include installation and dismantling of the exhibit, re-
crating and repacking, as well as the actual floor space 
and service facilities. The pr.Xcipal reasons for the single 
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price arrangement are to permit better budgeting by 
exhibitors and to reduce the points of show ir~itation, 
parti'cularly labor difficulties. 65 Since trade show 
expenses are difficult to predict with any degree of accuracy 
and must be justified, the more variable.s which can be 
eliminated from the budget, the better the exhibitor can 
allocate his budget. Exhibitors at the Design Engineering 
Show, held in Chicago in May, 1962, were charged $1 per 
square foot in addition to the basic charge of $5 per 
square foot for~rental. Large companies who had previously 
contracted for labor felt that the package plan could be 
justified solely by the overtime expense that it saved. 
However, small companies, in general, did not feel that 
being compelled to use a package plan was to their best 
interests, since their displays were usually handled by 
company personnel. 
EXhibit transportation. Transportation costs 
vary with each exhibitor, due to the nature of his product. 
For example, companies which display heavy industrial equip-
ment will incur greater costs in transporting these it~ms 
than instrumentation and component parts manufacturers. 
However, in one survey, freight and storage averaged 8.54% 
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of the total show budget, while 7.5% represented the 
median of a second survey. 67 This particular aspect of show 
participation is well-organized, and potential exhibitors 
should be able to anticipate these costs in advance of show 
participation. 
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Othe~ expenses. Some additional expenses which 
the potential eXhibitor might expect to incur in show partici-
pation are invitation expense, extraneous show-site expanses, 
special exhibit additions, post-show refurbishing Gf the 
exhibit, trade literature, give-aways, and.special promotion 
or the exhibit itself. Because they have not thoroughly 
researched these areas or the more important budget items 
previously mentioned, many exhibitors and would-be 
exhibitiors do not know what constitutes a reasonable price 
and what does not. They are therefore unable to make 
competent decisions with regard to budget items. 
If trade show selection and evaluation, based 
on those factors mentioned above, is long-range, the 
potential exhibito~ can establish the importance or the 
overall trade show effort in relation to his sales promotion 
activities as well as determine the value of each show 
on an individual basis. 
Follow-Through 
It has been established by authorities that a 
dynamic, interesting eXhibit, properly manned, will be 
of immeasurable value in achieving the objectives of show 
participation. Other vehicles which can be used to insure 
a successful effort include hospitality suites, informative 
customer seminars, participation in technical sessions 
by company personnel, audience participation in demonstrations, 
and contests. It is not within the scope of this thesis to 
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detail these du~ing-show activities since these areas 
have been more thoroughly examined and sou~ces of infor-
mation a~e available to potential exhibitors through 
exhibit designers, Show managements, and advertising, sales, 
* and sales promotion executives. However, post-show 
follow-up is too seldom used to capitalize on contacts 
made at a Show or to evaluate trade show exhibits. The 
latter is desirable not only for estimating the effectiveness 
of a Show effort, but also fon prepa~ing reasonable cost 
estimates for future shows, so that optimum benefits may 
be realized by the exhibitor. 
It is·most important that the exhibitor be 
p~epared to follow through and capitalize on contacts 
made at a show. The more quickly sales inquiries and 
leads are pursued, the better will be the results secured. 
An indication of sincerity of purpose by the exhibitor and 
careful attention to his business will create the desired 
impression of being the sort of firm With which the prospect 
wil~ want to do business. Many sales and leads are lost 
because of the inaccuracy of data hastily gathered at a 
show. Care must be taken to see that all necessary information 
is recorded and that it is accurate and legible. Customer 
*See also (1) 
(2) 
(3} 
Lang, Rudo~ph: Win, Place and Show. New York, 
Oceana Publications, Inc., 195~. 
Gardner~ James, and Heller, Caroline: Exhibition 
and Display. New York, F. w. Dodge, 1960. 
Clapp & Poliak: What They Want. New York, 1961. 
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information cards should include such infonnation as name, 
address, company (including location), job title, areas of 
.. 
product interest, how the Show is rated by the customer, 
how the eXhibit is rated, why the customer is attending the 
show, and requests for literature. Since the ultimate 
goal of show participation is the increase of sal~s, ~sales 
leads should be distributed promptly to the appropriate 
company branch or channel, and the.more complete they are 
the more val~able and useful they will be. 
Careful record:~.n~~ keeping and thorough follow up 
of results as a basis for evaluating trade Show exhibits 
as media and for preparing cost estimates for future shows 
. . 
sho~ld be established by the exhibitor. Recording events 
and experiences during -the show should become a part of 
the exhibitor's record. Details may be forgotten if they 
are not immediately recorded. Photographic rec~ds can be' 
made of physical appearance, properties, and location of the 
' .\ . 
exhibit. The recording and method of constructing rec~ds 
depend on the P,epartment' of a company responsible for 
staffing. 
The show evaluation record compiled should 
include information on the following: 
Booth information and results 
Competitors' exhibits 
Qu~ntitative and qualitative analyses of eXhibit 
Exhibitor's products exhibited cooperatively by others 
Ratio of attendance at booth to invitations sent 
Services of management 
61 
Attendance analysis (quality and quantity) 
Dist~ibution o~ retailers sales results at and 
after the show 
Resu~t of advertising coordination with exhibit 
Cost analysis of exhibit 
Number of inquiries and literature requests 
Number of leads reported as being followed up 
Comparison of results with five previous similar 
exhibits 
Analysis of this information will allow the 
exhibito~ to determine whether he reached the market 
anticipated, whether the show was well managed, and to 
compute from sales reports the dollar value of business 
secured as the result of Show participation. The use of 
such data over a period ·of time can se~ve as an effective 
yardstick for maasu~ing the success of individual shows 
and for comparing show participations • 
• • • 
The potential exhibitor, then, must be prepared 
to ~ei!n~tendhevaluate those shows which will produce 
maximum benefits in o~der to justify the expenditure of 
exhibiting. An objective must be clearly established 
and kept in mind, and the elements as discussed in this 
·chapter must be appraised in order to establish a realistic 
relationship between the cost and the return of show 
participation. The development of a sound statistical 
approach and a thorough follow through program should be 
primary aims of the company considering show participation 
in order to achieve the maximum benefits which can be 
realized through this medium. 
·,. 
CHAPTER V 
CONCLUSIONS 
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A conclusi9n, of perhaps minor importance that 
. 
appears evident ~rom this study stems from Chapter II. 
T.he trade show has developed as one of the oldest forms of 
marketing media, emerging from its origins in the fairs 
of antiquity and the Medieval era into its modern form of 
exhibition. It has persisted t~ough the stages qf 
commercial advancement despite the revol~tionary changes 
that have marked the course of commercial history. This 
feat of durability attesmto the usefulness and merit 
. of the.tr~de Show and its prototypes as an effective 
marketi.ng medium. 
Our analysis of the effectiveness of the trade 
Show as a marketing tool has consisted of two basic 
hyp9the se s: (1') that there are a number of ~pe cific 
benefits to be realized from the use of the trade show 
as a marketi~g medium, and (2) that these benefits may 
be maximized when the exhibitor's participation ~s governed 
by a trade show policy'based on specific criteria. 
We can conclude from the hypotheses developed 
in the thesi~ that the trade sbow ca~ be an effective 
marketing tool when optimum benefits are achieved, because 
they Should ultimately result in increased sales volume. 
In the final analysis, however, the effectiveness of the 
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trade show can only be determined by a comparison with 
I 
the effectiveness of other marketing media. The company 
involved in trade show participation should be in a 
position to make the kind of an analysis that is needed 
in order to compare the effectiveness of the trade show as 
a marketing tool with that of other media. A practical 
means for making such comparison is through the use of 
comparative cost analyses. A reliable cost analysis Should 
enable management to discover., not only the ratio of the 
trade show dollar cost to sales.dollar return, but how 
this ratio compares with the cost/return ratios expected 
with the use of other marketing media. Such an analysis, 
then, could serve to me~sure the comparative effectiveness 
of marketing media in order to establish the relative 
importance of each in the company's sales and advertising 
program. 
With such a measure a company may render a 
meaningful appraisal of whether too much or too little of 
the advertising and sales budget is being allotted to 
the trade show medium, because the value of the cost 
analysis itself lies in being able to compare it with 
known costs for other media. By the use of information 
which can be obtained from careful recordkeeping and a 
follow-up system we are able to develop a realistic cost 
analysis of a trade show effort by the use of a total 
and unit cost breakdown as follows: 
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Total dollars spent on show participation 
Number of exposures of exhibit 
Cost per exposure 
Number of leads secured 
Cost per lead 
Total dollars of business secured 
Cost per dollar of business secured 
It has not been the purpose of this thesis to 
develop a cost analysis of the trade show as contrasted 
with other media. However, it is believed valid to conclude 
that such a method of cost analysis would allow a company 
to determine whether its budget allocation for trade 
Shows was adequate. A good evaluation system cculd eliminate, 
also, those shows that are marginal to marketing needs, and 
the savings. could be reinvested in the more productive 
exhibits. 
The establishment of a basic policy is requisite 
to any action taken by management. Evidence as presented 
in this thesis suggests that such a policy with respect 
to trade show participation is obtainable, and only if 
such a policy is effected can the fullest advantage of 
this medium be realized. 
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